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Tonight...

- 7:00 Help desk - Tom Davis

7:00 Magic Time!  
 New members - Brian Fountain
 Dues ($3) - Ray Kallman  
 Industry news - Lyle Sanders
 Shareware - Ray
 For sale or purchase - Brian

@ 7:30 Disk Utility
 Tom Davis

 Wrap-up - Brian

07.10.07 - Macworld - John Siracusa

One sure way to dampen the 
spirits of a Mac enthusiast 
is to start talking about 

Apple without Steve Jobs at the 
helm.
 A decade after Jobs’s return to the company he 
founded, the bad old days of the “beleaguered” 
Apple Computer Inc. have mercifully faded into 
memory. Apple today seems as strong as it has 
ever been, with hit products, steady profits, and 
money in the bank. Clearly, Steve Jobs is not just 
the hero of Apple’s recovery. He is the corpo-
real manifestation of the resurgent Apple—past, 
present, and future.
 But Jobs’s battle with cancer a few years ago and 
the more recent options-backdating scandal have 
forced Apple followers everywhere to consider 
some uncomfortable possibilities. There’s also the 
more prosaic possibility of his retirement.
 Lest you think that Jobs would never willingly 
leave his role at Apple, consider the case of Bill 
Gates, another leader who is strongly identified 
with the company he founded. Yet today, he is 
slowly relinquishing his leadership role at Micro-
soft. If Bill can learn to let go, then so can Steve.

Steve’s Superpowers
Whatever its cause, what might Jobs’s departure 
mean for Apple?
 Whatever its cause, what might Jobs’s depar-
ture mean for Apple? Steve’s best-known talent 
is his ability to charm and persuade. The widely 
held belief is that his Reality Distortion Field (RDF) 
is a superpowerful form of salesmanship, which 
Jobs can use to convince anyone of anything.
 Nothing could be further from the truth. In fact, 
if there’s one thing Steve Jobs cannot do, it’s lie 
convincingly about what he thinks of a technol-
ogy product. Witness the disdain he displayed at 
the introduction of the Motorola Rokr cell phone 
two years ago. His disgust was transparent when 
he seemed to be unable to make the phone work 
correctly during the demonstration.
 Steve’s persuasiveness stems entirely from his 
own personal certainty. You begin to believe that 
the new iPhone is the greatest communication 
device ever created because Steve believes it. 
Conversely, if he doesn’t believe it, you don’t feel it.
 This transparency may seem like a crippling 
liability, but it’s actually a strength. What makes 
a Steve Jobs keynote so compelling is the fact 
that his opinions translate directly into Apple’s 
policies and products.
 Obviously, one person can’t control every 
detail of every product, but Jobs has proven 
time and again his willingness to reach all the 

A Day Without Steve
Someday, Steve Jobs will have to step down. 
What then?

way down the organizational chart and make 
decisions about even the smallest features. His 
readiness to exert control over anything makes 
the idea that he controls everything seem rea-
sonable. The coincidence between what Apple 
produces and what Steve Jobs can convincingly 
speak about reinforces the RDF legend.

What would Steve do?
 Many of the things that make Jobs a capti-
vating public face for Apple also make him an 
effective leader within Apple. His tendency to 
micromanage can more charitably be viewed as 
a refreshing willingness to cut through bureau-
cracy. Few “insanely great” products are created 
by committees, after all.
 And if one person must make all the final decisions, 
Jobs is an excellent choice. He may not always 
be right, but his batting average is pretty darned 
good. And when he does foul one off (as with 
the design of the original flat-screen iMac) or 
strike out entirely (the G4 Cube), he moves on 
immediately. He may be remembered for his 
hits, but his failures have been equally respon-
sible for honing his instincts.
 Contemplating a Jobs-less Apple, it’s hard to 
imagine that anyone could play the same role in 
the company that Jobs does now. Though promot-
ing from within seems the obvious choice, it may 
not be possible to find a replacement for Steve 
Jobs inside Apple. Autocratic rule tends to breed 
weak middle management. Current Apple execu-
tives often seem motivated by fear of Jobs rather 
than by their own intrinsic factors. Even worse 
would be someone who emulated Jobs’s despo-
tism without his accompanying good instincts.
 The only effective transition strategy may 
be to retain Jobs in spirit while converting the 
organization to a more democratic structure. 
Let the management mantra be “What Would 
Steve Do?” Above all, Jobs has always wanted to 
make the best products possible. To paraphrase 
Socrates: Virtue does not come from market 
share; rather, from virtue comes market share 
and all other good things. Steve Jobs may never 
be equaled by another single person, but he 
may be bettered by an entire organization that 
stays true to his ideals.

07.10.07 - Alexandros Roussos - MacScoop

Trusted sources informed MacScoop that Apple 
is headed towards the release of a notebook 
that is so small and light that it could redefine 

the standards of ultra-portable computing.

 The new notebook is likely to complete the 
MacBook Pro line-up with a smaller version fea-
turing a 12 inch display — a form factor that was 
formerly used on the PowerBooks’ entry-level 
but was discontinued when the line-up made 
the switch to the Intel architecture in 2006.
 Compared to the original 12 inch PowerBook, 
which is Apple’s smallest notebook released so 
far, the new notebook is said to be half as thick, 
or something between 0.6 and 0.7 inch (15 to 18 
millimetres). It will also be, by far, the lightest 
computer Apple ever released, or less than 3 
pounds (<1.36Kg), sources told MacScoop.
 The company’s current MacBook Pro line-up 
features 15 inch and 17 inch models with respective 
weights of 5.4 pounds (2.44Kg) and 6.8 pounds 
(3.08Kg). Both of the current form factors offer 
1 inch of thickness (25 mm). The 12 inch Power-
Book weighted 4.6 pounds (2.02Kg) and was 1.18 
inch thick (30 mm).
 One thing MacScoop’s sources did not clearly spec-
ify is whether or not the new notebook will include an 
optical drive. One hint for the answer to this question 
is another question: Can any currently available drive 
fit into such a slim notebook? Well, maybe!
 Apple’s MacBook Pros currently include a 0.37 
inch (9.4 mm) thick drive, which was the thinnest 
optical drive in the industry until earlier this year, 
when Panasonic Communication, Ltd. announced 
an optical drive which is 0.27 inch (6.8 mm) thick 
and weights 0.218 pounds (99g). It can play or 
record CDs and DVDs and could be a good candi-
date for inclusion in new the notebook.
 MacScoop was the first to report last year 
that Apple has been developing an ultra-thin 12 
inch laptop. Further reports MacScoop obtained 
described what appeared to be an ultra-thin but 
full featured notebook.
 Release timeframe remains, as always, quite 
vague, but sources feel certain that the new 
notebook will be released before the end of this 
calendar year.

Ultra-thin and Ultra-light 
Notebook Coming before 
the End of the Year.

[John Siracusa is a columnist for Ars Technica.]
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07.09.07 - Sinead Carew & Sheena Lee -  Reuters

Apple Inc. plans to launch 
a cheaper version of the 
iPhone in the fourth quarter 

that could be based on the ultra-
slim iPod Nano music player, ac-
cording to a JP Morgan report.
 Kevin Chang, a JP Morgan analyst based in 
Taiwan, cited people in the supply channel 
he did not name and an application with the 
U.S Patent and Trademark office for his report 
dated July 8.
 Apple filed a patent application document 
dated July 5 that refers to a multifunctional 
handheld device with a circular touch pad 
control, similar to the Nano’s scroll wheel.
 Apple declined comment.
 Long lines of people turned out on June 29 
when U.S. sales began for the iPhone, a mobile 
phone with a music player and Web browser. 
Analysts have estimated that sales in the first 
weekend were as high as 700,000 units.
 Chang said a way to follow up the iPhone 
with a cheaper version would be to convert 
the Nano into a phone and price it at $300 
or lower. The iPhone sells for $500 and $600, 
depending on storage space.
 “We believe that iPod Nano will be converted 
into a phone because it’s probably the only 
way for Apple to launch a lower end phone 
without severely cannibalizing iPod Nano,” 
he said noting that the new phone could have 
“rather limited functionality.”
 Another analyst Gene Munster of Piper Jaffray 
said he expects Apple to bring out iPods that re-
semble iPhone, which features such as a touch-
sensitive screen, later this year. Such products 
would help stop iPhone eating into iPod sales.
 “We believe the iPhone reveals much of 
what the iPod will soon be,” Munster said in a 
note to clients, “iPods with some of the touch-
screen features of the iPhone should lessen the 
impact of cannibalization.”
 Kerris also declined comment on Munster’s note.
 Because of the anticipated lower price for 
the Nano-based phone, 2008 sales of 30 mil-
lion to 40 million units “is achievable,” accord-
ing to JP Morgan’s Chang.
 This would be a much larger volume than is 
expected of the first iPhone, Apple has targeted 
sales of 10 million units in 2008, which would 
give it a 1 percent share of the global market.
 Sales of the iPhone are expected to be limited 
to a small percentage of the market due to its 
high price tag, particularly in the United States 
where 85 percent of consumers tend to spend 
$100 or less on cell phones.
 But analysts forecast that a cheaper phone 
from Apple, which leads the digital music play-
er market, could pose a much bigger threat to 
long-established phone makers such as Nokia, 
Motorola Inc.
 Taiwan’s Catcher Technology will be the 
“major source of metal casing” for the new 
phone, according to Chang, who cited an un-
identified channel source.

?

Apple Plans Cheaper, 
Nano-based Phone: 

 Revenue from Apple could represent$183 mil-
lion) to $244 million revenue for Catcher in 2008, 
Chang estimated.

7.11.07 - Christopher Breen - Macworld

I’ll admit it, I’m starting to freak out a 
little bit here. I’ve been writing about Apple 
and the Macintosh for so long that readers 

routinely begin messages to me with Dear Mr. 
Breen, which is just about as welcome as when 
your doctor first intones, “A man of your age…”
 No, no, I’m fine with the aging thing, really I am. 
What’s freaking me out is the kind of attention 
Apple is getting—in the media, on Wall Street, 
among my friends and family. We old-time fol-
lowers of Apple are like the dogs you get from the 
pound that were poorly treated by their original 
owners. After years of Beleaguered This and Low-
Market-Share That, we’re skittish, just waiting for 
the next “Bad Dog!” and wallop upside the head.
 Yet suddenly, the world is in love with Apple. The 
iPod, great. OS X, better than the rest. The Mac, the 
glamor computer to feature in big-budget mov-
ies, hot TV series, and slick furniture catalogs. The 
iTunes Store, putting traditional record retailers to 
shame. The iPhone, God’s own telephone.
 You mean I can stop cringing now?
 Probably not. The buzz around Apple is too 
hot. It smacks of a fad—a media darling that, like 
all similar darlings, will be trashed the second it 
puts a foot wrong.
 In the hope that I might bring a measure of 
balance to the Apple accolades—and thus, per-
haps, fend off the worst of the blow-back when 
the media inevitably tires of Apple—I’d like to 
offer a few lessons learned over the years.
 It’s Just Stuff Apple makes some very good 
products. The fact that it controls both the hard-
ware and operating system side of its computer 
business allows the company to create machines 
that perform very nicely and, I will venture to say, 
more reliably than Windows PCs I’ve owned. Ditto 
with the iPod and iTunes—great integration. But 
Apple is not going to cure cancer. It’s not going to 
end global warming. Nor will it make the world’s 
citizens link arms and, as one, yodel Kumbaya. It 
makes stuff. Elegant stuff that brings great joy to 
my life. But just stuff nevertheless.
 Apple is Not Going to be Your Best Friend: 
Media Edition. I understand that you work for 
a major television network, yack on the biggest 
radio station in your market, are syndicated in 127 
newspapers, have a well-travelled weblog, produce 
a popular podcast, routinely sit in Amazon’s top-100 
for technical publications, or just know a lot of really, 
really important people. Unless your name is Walt 
Mossberg, David Pogue, or Steven Levy, or you’re 
planning a big spread for BusinessWeek, Forbes, or 
Time, Apple is going to treat you pretty much like 
any journalist who isn’t a blogger. PR may take your 
calls. Heck, they might even return them. But you’re 
not getting the next iPhone, iPod, or Macintosh be-
fore the rest of the world. Get in line and get over it.

 Apple is Not Going to be Your Best Friend: 
Customer Edition. Just because Apple makes 
stuff that’s as hip as you are doesn’t mean it 
wants to hang out with you. Having an Apple 
product doesn’t give you any extra right to moan 
“How could Apple do this to me!?” when, six weeks 
after you purchased Cool Apple Widget A, the 
company releases a less-expensive and far cooler 
Cool Apple Widget B. Likewise, you needn’t launch 
petitions against the iTunes Store because the bulk 
of the media it sells is protected and compressed in 
some way. Apple is a business trying to make mon-
ey in the best way it knows how. This model makes 
money for the company, which, in turn, keeps it in 
business, which, in turn, means it’ll make more cool 
stuff for you to possibly complain about.
 Some Things You’ll Hear Will Be Untrue: The 
Apple community has a long history of rumor-
mongering. This is due, in part, to Apple’s culture 
of secrecy. There’s nothing more satisfying than 
learning something you’re not supposed to 
know. However, there’s this large grain of salt: 
Some people so desperately want something to 
be true (to make a name for themselves, because 
they believe it’s the next logical thing, because 
they’re incurable Monday-morning quarter-
backs, whatever) that they make stuff up—and 
they write about it. In the past this was usually 
handled by a cadre of rumor sites, some more re-
liable than others. It now seems that today even 
Wall Street analysts are rooting through Apple’s 
dumpsters (read: patent filings, component sup-
pliers) in search of the company’s Next Big Thing. 
Again, grain of salt.
 Steve Jobs is not God: Steve Jobs is brilliant, 
yes. He’s charismatic, sure. His force of will has 
made Apple much of what it is today. But the 
idea that Apple and the future of technology 
lives or dies by the man is not healthy. Apple has 
a culture of innovation that goes beyond Steve. 
When he steps aside, this culture won’t disap-
pear, provided the person who steps in doesn’t 
squash it. What is likely to disappear, however, is 
the confidence, both inside and outside Apple, 
that the company can carry on as it does today.
 You can help by not feeding the monster and 
keeping it all in perspective. Steve Jobs is only a 
man. Apple is only a company. One can survive 
without the other.

Bracing for the Other Shoe

The Tarmac Vaporware Gazette, named in honor of past 
president Jerry Rowe, is published for each meeting by smitty’s 
printshop, a non-existant shop specializing in things of little 
or no importance to the world at large. Send your comments, 
good or bad, to smittysprintshop@mac.com. 

TarMac “Control Panel”

Brian Fountain, president
Tom Davis, vice-president
Ray Kallman, treasurer
Lyle Sanders, user group ambassador
Jamie Lewis, master-at-arms

TarMac
     Tidewater Area Macintosh Users Group

       Apple User Group

Tarmac By-laws

If you show up you’re a member
If you speak up you’re an officer
If you stand up you’re the president

website: homepage.mac.com/tidewatermug 
e-mail: tidewatermug@mac.com

other panel members

Jan Cook
Cindy Huffman
Lynn McAlpine

Frank Smith

Editor’s Note: Last minute word from Lyle casts a 
shadow on this story. Read this article for more.
http://www.macsimumnews.com/index.php/
archive/jp_morgan_firm_shoots_down_
iphone_nano_report_from_jp_morgan/

JP Morgan


